The purpose of this paper is to identify how online shopping platform users in Romania influence businesses' performance. The emergence of e-commerce has led to a revolution in global commerce by diversifying and improving sales and purchasing actions for existing products and services on the market. In Romania, buyers' behaviour shows a more restraining of online commerce behaviour. Most sales are still registered according to the classic system of physically going to stores, although the number of online users has grown significantly over the last decade. The reluctance of buyers to buy from the online environment leads to the low performance of companies in the e-commerce market. The hypothesized model is empirically tested using data collected from a survey on Google Analytics platforms of some online companies in Romania. The authors used SPSS Software to examine the reliability and validity of the measurement model. There have been analysed various links between some variables that were obtained from Google Analytics, data that were collected by age groups, gender or geographical area. Through an empirical analysis is being analysed the role of tracking data on the websites in order to improve company performance. By analysing those variables, the authors analysed if the number of sessions acquired, the bounce rate of the acquired visitors or other variables can improve the company performance. This study offers a new perspective on company performance in online firms. The analysis of variables describing user behaviour in the online environment in interaction with ecommerce platforms has led to conclusions about the performance of online companies. The theoretical contributions and managerial implications of the study are discussed.
Introduction
In the last years, researches from all over the world have started to study different ways to measure the performance of the companies, being interested in improving their businesses' evolution.
At first, managers used financial performance measures to monitor the progress of a company, but as the competition intensified, they realized that there are other non-financial performance measures that can offer them valuable information about both the company and its position in relation to competitors (Hemmer, 1996) .
One of the most known models of measuring business performance is Balanced Scorecard, which was developed by Kaplan and Norton (1992) as a result of the managers' need of planning, taking strategic decisions or controlling the company (Banker & Johnston, 1995) . This model has been widely accepted by most managers and researchers, but the problem came with the emergence of online businesses and the e-commerce era when companies started using websites to their activity.
Taking into account that a website is most often the link or even the only link between companies and customers (Ghandour et al., 2011) , the managers have started to be preoccupied about recording the performance of the official site of the companies.
Determining the performance of the online companies is not so easy to do, because managers should be careful at both financial measures and online measures, trying to figure out what kind of decisions they need to take to improve the performance of the company.
The purpose of this paper is to study different data that are characteristics for a website in order to analyse the behaviour of the customers that are buying services or products online, and to study if there are any connections between this kind of data and financial data when we are trying to determine the performance of a company. This paper is structured as follows. In the first section, the authors presented the necessary background literature for explaining the state-of-the-art in the online performance measuring domain of the present research. Then, they presented the methodology for the research. In the next section, the authors discussed the results of their study, while the last section was reserved for conclusions.
Literature review
Online business performance In the last period of time, researchers have begun to write more and more papers about companies' performance and how this can be improved, especially given that technology is evolving very quickly and we can use it both to ease our work in organizations and to facilitate processes for evaluating the performance of these organizations.
As defined by many authors, performance can be viewed as the result of the interaction of productivity, competitiveness, and profitability (Jacot, 1997; Pottier, 2000; Sink & Tuttle, 1989; Niculescu & Lavalette, 1999) .
Over time, there were various methods, models and techniques used to measure performance, some more well-known, such as the Balanced Scorecard method, and less well known.
Balanced Scorecard was developed by Kaplan and Norton (1992) as a way to combine both financial and non-financial metrics of performance. They highlighted the fact that financial metrics are used to analyse past events and proposed three other dimensions to come in completing the first one to provide an overview of the company's future evolution. Thus, according to the Balanced Scorecard method, we should analyse the company's performance from the four perspectives: financial, internal processes, customers and the firm's innovation and learning processes.
The financial perspective can be used for presenting the main indicators that are important for the shareholders (like cash flow or other indicators related to profitability),the internal perspective analyse the way we can improve the efficiency of the internal processes and operations, the customer perspective analyse what kind of elements are important for customers when they are interacting with the firm, while the innovation and learning perspective is used for determining what types of strategies companies use to stay competitive on the market and to improve their activity through innovation and learning.
Thus, thanks to Kaplan and Norton (1992) , the road to performance measurement was opened, leaving the researchers free to find the right combination of financial and nonfinancial factors that can measure the performance of a company.
Companies' online performance
The problem of measuring company performance becomes even more complicated when it comes to online business activity.
Jamshed Mistry (2001) highlighted in his work the fact that researchers have tried to apply the Balanced Scorecard method for the companies that operate online. In his work, he used the same four perspectives for measuring the performance of an online store, using as the key performance indicators those that are presented in Table 1 . Mistry, J. (2001) Over time, many authors have approached the theme of website performance measurement (Auger, 2005; Adam & Deans, 2001; Brynjolfsson & Hitt, 2000; Porterfield et al., 2010) . Unfortunately, there has been no consensus on a set of criteria that can be used to measure the performance of online selling products or services.
Most of the time, the criteria used are simple, and are chosen according to the perspective of the user, the designer or the owner (Ghandour et al., 2011) but also can be complicated by using individual or organisational levels (Molla & Licker, 2001) or different combinations of items from different dimensions (Segars & Grover, 1998) .
There are many approaches to measuring online site performance in the literature, most of them measuring the satisfaction of the users and studying the correlations between this satisfaction and their probability to buy online from those companies (Udo & Marquis, 2001) .
Another approach concerns web analytics that allows both businesses and merchants to track the behaviour of website users and analyse how this behaviour can affect their purchasing decision (Garcia et al, 2016) .
There are a lot of tools used to analyse websites and to measure its various indicators, one of the best-known tools being Google Analytics.
Google Analytics is a web analytics service offered by Google which helps you collect traffic data from your online properties, process that data, and report on it so you can make informed business decisions.
With Google Analytics, you can track various useful details, such as traffic volume, whereabouts (sites, social media, Google searches, ad campaigns, etc.), site/app. behavior, online conversions, etc.
You can access the information in Google Analytics only if you own or work for that site or that application, with access only to the information available for that company. If you want to monitor your competitors, you can use other (generally paid) tools such as SimilarWeb, SEMrush and so on (Bojincă-Moisei, 2017).
Google Analytics has six main categories of reports: Real-time, Audience, Acquisition, Behaviour, Conversions, and Discover. Here you can observe different metrics (dimensions that can be given a quantifiable value, such as Pages/ Session, Pageviews, Average Session Duration) and analyse them in order to take the right decisions about the company. In table 2 it can be observed some of the most important terms used in Google Analytics (Lewis, 2013; Bojincă-Moisei, 2017) .
Analysing the existing papers from different scientific databases, we found that there are still issues and gaps in the relation between the performance indicated by the use of online sites and the overall performance of the company. Maybe this problem also comes from the fact that performance is an umbrella term, a complex concept that involves complex analysis between several dimensions.
For this paper, the authors used a part of the way Ghandour et al. (2011) measured the performance of a website, choosing 2 dimensions for our study: financial factor and usage factor. Financial factor is very important for a company that sells goods or services online, bringing specific information about the results that are recorded as a result of online transactions. The website usage factor was demonstrated to be an important construct which affects the performance impact of information technology (Ghandour et al., 2011) . In this dimension, we can analyse information such as visitor traffic and activities on websites. DOI The number of transactions that are made through your site Site Speed
How quickly users are able to see and interact with the online content. Source: Adapted from Lewis, 2013 , & Bojincă-Moisei, 2017 Thus, what the authors of this paper proposed is to determine whether the financial performance of the company is influenced by the financial performance measured on the company's website or by the way the users interact with the website. In order to do that, we chose to analyse this problem in the context of the industrial services.
In order to do that, the authors wanted to answer the following questions: Q1: Is net turnover influenced by the numbers of online visitors of the official site of an industrial company that sells services or goods online?
Q2: Is there any correlation between net turnover and E-commerce conversion rate? Q3: What are the elements that influence the revenues obtained from online transactions?
Q4: Is there a relationship between net turnover and stock value?
Methodology
The aim of this paper is to study if there is a link between industrial service performance and the behaviour of online shopping users in this sector. For this paper, the authors collaborated with a Romanian company that was founded in 2005. This company deals with hosting services, creating online stores, graphics creation for print/web, product photography, online advertising, and marketing consulting / IT & C.
From their portfolio consisted in 824 online stores, we chose to analyse only the industrial services companies that were having an online store. In this phase, we identified 36 companies.
We wanted to test the results recorded by those companies in 2017 because we wanted to correlate them with the financial information that we could obtain by interrogating the official site of the Romanian Ministry of Finance. Thus, for the next phase, we checked how many companies from those identified had online activity at least in 2017. From those 36 companies, we had remained with only 10 companies.
The last step was to check if those 10 companies were having a conversion rate. We chose this indicator because we need to analyse the relationship between the online and the financial performance of an online store. For this phase, the authors used the Google Analytics tool and found that only 8 of the ten companies were representative for our research.
For further examination, we needed three tools: the official site of the Romanian Ministry of Finance, Google Analytics, and also SPSS 20.0 software.
For better interpretation and to respect the confidentiality of data, the eight companies in the field of industrial services will receive one code from A to H. From the official site of the Romanian Ministry of Finance, we searched the 8 companies based on their unique identification codes in order to get identification data, tax information, and balance sheets.
From this phase, we obtained information for the year 2017 such as founding year of the company (Y), the number of employees (E), Net turnover value (NT), and the value of the stocks (S).
From Google Analytics, the authors analysed the 5 main dimensions that were available on the internet: Real-Time construct, Audience construct, Acquisition construct, Behaviour construct and Conversions construct. Taking into account that our analysis only targeted data in 2017, we removed from our analysis the Real-Time dimension. In Table 3 it can be observed the most important data that were analysed for each construct. 
Results and discussions
In this section, the author presents the main findings of his/her research. It is important to use critical thinking in order to analyse realistically the results obtained, and how the research hypotheses have been validated or not. Also, it is important to compare the results of the present research with results obtained in similar research, by using the literature in the domain. If the paper presents a theoretical model or theory, the discussion should be about the way the new conceptual contribution can be applied and how it compares with some similar models or theories.
In Table 4 there are presented the main results that were obtained via the official site of the Romanian Ministry of Finance. It can be observed that 37.5% of them were founded between 1990 and 2000; also 37.5% were founded between 2000 and 2010 while the rest of 25% were founded after 2015. Also, it is important to highlight that their number of employees is less than 10, information that makes us think about whether the number of employees can be influenced by the fact that the company's activity can take place online and that there is no need for physical presence of some people to provide various industrial. Table 5 , the authors used information from Google Analytics tools. It can be observed the number of users, the average bounce rate, the value of revenues and the number of transactions that are represented for each of the analysed companies based on the device that was used by the online users. For all of the eight companies, the mobile device was preferred by users, but the number of transactions and the value of revenues didn't depend on the user device.
After collecting other data from Google Analytics, the authors used SPSS software in order to test if there is any correlation between the financial factor and online usage factor.
First, the authors used Cronbach's alpha coefficients in order to determine the internal consistency of items in each scale. As it can be seen in Table 6 , the Cronbach's alpha value is 0,916 for financial performance and 0,913 for online performance, values that are greater than 0,7, as Hair at al. (2007) has recommended this minimum level for minimum high reliability. Also, the authors tested the factor loadings for each item. All of the analysed items have a value between 0,684 and 0,980, meaning that they are statistically significant according to Fornell and Larker (1981) who said that the minimum accepted value for factor loadings is 0.5. DOI: 10.2478 /picbe-2019 -0033, pp. 373-384, ISSN 2558 We have tested a multiple linear regression to determine the elements that could influence the value of the Net turnover variable. In this sense, we chose Net turnover as the dependent variable, and the independent variables: Transactions, Bounce Rate, Returning visitors, Total visitors, Returning visitors (Table 7 ). Then, we tested if there are any correlations between Net turnover, Revenue, and other variables. For interpreting the data, we used the Evans' guide (1996) for absolute Rvalues, where we have a very strong correlation between 0.8 and 1.0; strong correlation for values between 0.6 and 0.8, and a moderate correlation for values between 0.4 and 0.6 (Table  8) . 
Conclusion
As it can be observed in Table 8 , there is a very strong correlation between Net turnover and Stocks (R= 0.889, p<0.01), and also the number of employees (R= 0.813, p<0.05). The first correlation gives us the answer to the fourth question, indicating that companies that take the risk of having larger stocks of products also have a higher net turnover.
Revenue is strongly correlated with new visitors (R= 0.906, p<0.01), returning visitors (R= 0.887, p<0.01), and total visitors (R= 0.906, p<0.01). This information gives us an answer to question number 3 formulated at the beginning of the research, indicating that one of the most important dimensions influencing the value of the revenues registered by the online activity is given by the number of online visitors, but also by the number of transactions made by them. Thus, in order to have more sales, companies should invest in advertising campaigns, by Google Ads, in order for the site to be as visible and easier as possible to reach for those interested in industrial products or services. It seems that this value does not take into account the age of the company, the number of employees or the loading time of the web page.
Also, the number of transactions is strongly correlated with online revenue (R= 0.833, p<0.05). This indicates that online visitors are people who really need a particular industrial product or service and do not visit a site by mistake or just to inform. This observation is also based by analysing the bounce rate. The average value for the eight companies for bounce rate is 56.19%, where for almost every company the new visitors' bounce rate is a little bit higher than the returning visitors one. This rate exceeds 1 percent the normal bounce rate for business to business websites (25-55%), and 16 percent the normal range for ecommerce and retail websites (20-45%) (CXL Institute). Also, our average rate for bounce rate is 6 percent higher than the rate for business & industrial category (50.59%) but taking into account that this rate is not well above the limit, we can say that our average bounce rate is not a big problem for the eight companies.
By analysing the matrix of correlations, it can be observed that net turnover is not influenced by the numbers of online visitors of the official site of an industrial company that sells services or goods online (R < 0.401; p>0.05) or by the e-commerce conversion rate (R=-0.482; p>0.05). This may highlight the fact that in the industrial services industry there are still many people who buy goods or services in a classical way -going to a physical store or a representative. In the case of companies that acquire such goods or services, things can also be influenced by the fact that we are talking about a business to business sale where transactions are physically concluded, by phone or by mail. Therefore, it is not relevant the website activity in this case where these transactions are not concluded through the website.
This research is not without limitations. First, we limited our research by analysing the financial factor only based on net turnover and the value of stocks. We used that information because we were limited by the official site of the Romanian Ministry of Finance that gave us limited access to financial information and no other information about 2018 balance sheets (they will be available starting with March 2019). Perhaps we should have considered the value of stocks as a control variable rather than a financial indicator.
Second, our partnership with the hosting services Romanian company gave us access to important information about the online activity of industrial services companies, but taking into account the previous information, we needed to choose only companies that were online active in 2017. Thus, our limited number of analyses cases makes this study an exploratory one.
Third, it is possible that some results not to be very accurate for the industrial services companies, because on their sites they provide both the possibility to purchase services and industrial products. Also, many such transactions in this industry may be concluded through physical representatives, which make a large part of the sales value not being recorded through the online site.
Fourth, we cannot present all the indicators that were available on Google Analytics tools, because most of them are confidential data. Therefore, it would be helpful if future researchers would include an agreement with those companies to use their data for scientific purposes, in order to have a more complex view of looking at online performance indicators.
Although the e-commerce industry is still growing in Romania, we cannot ignore the existence of competition. Companies can learn valuable lessons from competitors, especially in e-commerce, which is why they should constantly monitor the evolution of their own company but also the evolution of the competitors and the strategies they address.
The first step could be to identify the online stores of the competitors and to analyse their content and strategies used to interact with clients. Then companies need to use the tools they have at their disposal to analyse their clients and to establish a marketing strategy. After that, companies should analyse the buyers' experience and link them with company data to see if there are any relationships between them and where those links are. Also, continuous monitoring and improvement are required.
